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theory and discuss their implications to the understanding of the question-answering process, questionnaire design, and validity.
The experimental design was part of a wider project aimed at establishing regular followup data collections concerning the attitudes of the Finnish population to fishery products and production (Ahvonen & Honkanen, ; Honkanen & Ahvonen, ) . The work was conducted by the Finnish Game and Fisheries Institute in co-operation with Statistics Finland. A pilot study of a single geographic area of Finland (Godenhjelm, Honkanen, & Ahvonen, ) already showed considerable differences in the answers to different types of statements, providing an incentive to replicate the study with a complete population sample.
Consumers generally appreciate domestic food products. High quality, safety, and health value are attributes Finnish consumers often see as characteristics of domestic food. This is especially the case when the focus is on fresh food products, such as fish, meat, and vegetables. In Finland, the level of self-sufficiency in these products is high. In fish consumption, the share of domestic products was about  percent in  (FGFRI, ), and for meat the share was more than  percent (Finfood, ) . The selfsufficiency in vegetables was about  percent (Finfood, ) .
At the time of data collection in spring , BSE (bovine spongiform encephalopothy) disease featured prominently on the media. News about BSE cows and their slaughtering was seen regularly. Many administrative decisions were also made during that period. For example, retail dealers in Finland were ordered to indicate the origin of meat. This gave the incentive to compare opinions about meat to vegetable and fish. The salience of BSE on the media may have provided a context for opinions on meat and the degree to which consumers preferred domestic over foreign meat.
MATERIAL AND METHODS
The opinion of interest was whether respondents thought domestic food was superior or not, as compared to foreign food. This was asked, as mentioned, for three products (fish, meat, and vegetables) and three product attributes (taste, health value, and price). Four types of statements were used, with the response alternatives: strongly agree, slightly agree, slightly disagree, strongly disagree, and don't know. For the example of the taste of fish, the four statements were:
. 'Foreign fish is less tasty than domestic fish.' . 'Domestic fish is tastier than foreign fish.' . 'Foreign fish is tastier than domestic fish.' . 'Domestic fish is less tasty than foreign fish.'
The attribute price was coded so that more expensive is inferior and less expensive is superior.
The survey population consisted of Finns, aged  to , listed in the Central Population Register. The randomized sample was stratified by gender, age, and area. The total sample size was ,. The telephone survey yielded , interviews ( percent).
1 The sample  of  was divided independently into four equal segments, so that every statement type was evaluated by at least  persons. Each respondent in each segment replied to nine statements ( products ×  attributes), which were all of the same type. Figure  shows the logic of the four types of statements and the products and attibutes that were used in the study. A between-subjects factorial analysis of variance (ANOVA) was conducted to test differences between the statement types. For all the products (fish, meat, vegetables), the between-subjects factor was the type of statement (domestic superior, foreign inferior, domestic inferior, foreign superior) concerning each attribute. A multiple pair-wise comparison across the statement types was done using the Tamhanes test with the SPSS software. Before this analysis was run, the response scales of the statements 'domestic inferior' and 'foreign superior' were reversed in respect of all the attributes.
RESULTS
The results indicated clear differences between the varied statement types and quite a systematic pattern in the distributions. Figure  shows results for the three attributes of fish as an example. These differences were also verified by statistical tests. For all the products, the statement types differed significantly from each other (ANOVA, p < .). Basically, the phenomenon concerned all the products and all the attributes. Statements in which either the domestic attribute was inferior to the foreign one, or the foreign attribute was superior to the domestic one, were almost exclusively disagreed to, except for the price of fish. 
In the pair-wise comparison, differences between the fish-related statements were the most definitive. With fish, the only statement types that did not differ statistically from each other were 'domestic inferior' versus 'foreign superior' as far as price and taste are concerned. 'Domestic inferior' vs. 'foreign superior' comparisons also show that answers did not differ for meat and vegetables, more precisely for the price and health value of meat and the price and taste of vegetables. When different attributes were compared, ignoring the effect of products, price emerged as the attribute where the type of statement mattered least ( Table ) .
Media publicity about the BSE disease at the time of the survey may well have affected opinions. Attitudes towards the health value of foreign meat were the most negative, in general. This is illustrated in Figure  .
DISCUSSION
The results of the study clearly show that there is a systematic response effect in respondents' answers to the statements comparing domestic and foreign fish, meat and vegetables, as our pilot study had also already demonstrated. Expanding the study to a sample of the whole population confirmed this to be a real part of the answering process, at least in Finland. Elsewhere, Hippler and Schwarz ()  of  that the allow-forbid asymmetry is stable across cultures and languages. However, the question in the domestic-foreign design was not about different connotations, but had more to do with different grammatical structures and mostly with the concept pair of domestic-foreign, and especially with the fact that they were in the comparative form in the statements. Cognitive psychology and information process studies provide to survey research a framework and a model of the survey response tasks widely used in different studies (Sudman et al., ; Tourangeau et al., ) . In this model, asking a question and answering is seen as a four-phase process of understanding what the question means, retrieval of relevant information, judgment formation, and editing of the answer. This model conceives of individuals as isolated information processors but neglects the social context, both interactional and in a broader cultural context, as well as emotional and motivational influences (Schwarz, ) .
Understanding our results only against the cognitive model of the answering process remains somewhat limited. In all four different types of statements, the semantic width could be regarded as being the same (see Olsen, ) . In other words, the understanding phase of the answering was probably not the problematic part that produced the systematic differences in the distributions. The same holds true for the retrieval of information. However, the judgment phase might play some part. When a statement is presented, it is probable that respondents make their judgment on it on the spot. This means that their answers rely strongly on the information that is accessible to them at the time of the interview. It could well be that the issue of the juxtapositioning of the domestic or foreign origin of food and the implications attached to these notions are more accessible to the respondents than the survey subject itself, that is the food products and their attributes. The question-answering process to the statements in this study could be linked to the question of identity, social identity, and its connection to group behavior. In social identity theory, subjects are seen as maximizing differences between in-group and out-group members. This process is motivated by acquiring a distinct and positive social identity (Tajfel, ; Abrams & Hogg, ) . In line with this research, any devaluation of the in-group will constitute a threat to the identities of the persons concerned. While threats are typically thought of as working on the individual level, in reality they also quite often involve group membership (Breakwell, ) .
Identity threat statements, in which either the domestic attribute was inferior to the foreign one, or the foreign superior to the domestic, were almost exclusively disagreed with. In the statements in our study, the in-group/out-group situation was salient and the results show that it is possible to say that the responding process included aspects of inter-group behavior. Therefore, the responding strategy was determined by the content of the specific response instrument, that is the statement types employed in the study. These types of statements measured the same thing, but put the emphasis on different facets. This means that these four kinds of statements cannot be used as substitutes for each other without severe validity problems. FIGURE  Shares of the 'strongly agree' or 'strongly disagree' responses to the health value statements on meat, vegetables, and fish  of  Some affective reactions may not be consciously experienced, but may still influence judgment (Schwarz, ) . Saying that domestic is inferior or foreign superior might bring to light some affective reactions with a considerable influence on the answering. This could be concluded in the light of research saying that many objects in the environment are classified as good or bad within a split second of being noticed (GinerSorolla, Garcia, & Bargh, ; Schwarz, ) . This kind of automatic, preconscious evaluation might take place in a telephone survey setting where the pace of questioning is fairly fast.
The results on price differed from results on the other two attributes. That might be due to the fact that consumers could have had easy access to information on food prices. Such information can be based on consumers' own observations, not only on information in the media that one would have to rely on for information on health benefits. Price is, moreover, a question of concrete knowledge, at least theoretically, whereas the statements concerning taste and health value were much more abstract, expressing opinions rather than factual knowledge. In this study, opinions on price were less affected by the different types of statements than opinions on taste and health value. Hippler and Schwarz () suggested in their experiments on the forbid-allow asymmetry that the effect becomes the larger the more abstract the issue is, and respondents holding a strong attitude to the issue will give consistent responses independent of question wording. Our data show that people may not hold as clear opinions about taste and health value as they do about price, which is not an abstract issue either.
It is difficult to see that foreign-domestic juxtapositioning would create similar response effects across different cultures, because the notions of foreign and domestic are unique in each country. This is especially the case when they are connected with a product that has its own culture-specific nature. Fresh food, like meat, fish, and vegetables, are products with a special connection to domesticity in many countries. In Finland religious or immigrant groups are not influential on eating habits, and most people are likely to share common relations to food.
Every country has its own typical characteristics, and these influence survey settings, as Schwarz, Münkel, and Hippler () illustrated in their study on contrast effects. Cultural differences have been found in reasoning and judgment processes (Schwarz, ) . Languages reflect different thought processes, and it may be that the statements used in our study would be understood differently in other countries. Hence it would be interesting to conduct an international comparison by applying our study design in other countries. It would also be extremely interesting to know how this kind of design would work with products other than fresh food.
The study design was surrounded by high publicity for the BSE disease. This had its own impact on the results, especially with regard to those relating to meat. These kinds of events may occasionally influence survey results. Understanding these phenomena should be part of valid interpretation. Question types and wordings, particularly value-laden utterances, also have their consequences for survey measurement. How to ask and what to ask are crucial factors behind the numbers a survey produces. Different measures might react differently, depending on the subject at hand. Above all, there are social and cultural factors behind question answering that make the world of the survey practitioners challenging.
